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	PART  1: Comments


	
	Reviewer’s comment
Artificial Intelligence (AI) generated or assisted review comments are strictly prohibited during peer review.
	Author’s Feedback (It is mandatory that authors should write his/her feedback here)


	Please write a few sentences regarding the importance of this manuscript for the scientific community. A minimum of 3-4 sentences may be required for this part.

	The study is addressing a very relevant topic in the current digital marketing scenario, specifically focusing on the Bangladesh market. Understanding how Brand Equity works as a mediator between Social Media Marketing (SMM) and Purchase Intention is crucial for marketers in emerging economies. The attempt to link Brand Trust and SMM through Brand Equity adds some value to the existing literature on consumer behavior in South Asia.

	

	Is the title of the article suitable?
(If not please suggest an alternative title)

	The title feels okay, but grammatically it can be reframed as;
“The Mediating Role of Brand Equity on Social Media Marketing, Brand Trust, and Consumer Purchase Intention: Evidence from Bangladesh."

	

	Is the abstract of the article comprehensive? Do you suggest the addition (or deletion) of some points in this section? Please write your suggestions here.

	The abstract covers the basics, but there is a major confusion in the "Findings" section.
In the findings, the author states: "the relationship with brand trust (BT) means nothing as far as brand equity is concerned." However, looking at Table V (Hypothesis testing), Hypothesis H2 (BT -> BE) is marked as "Confirmed" with a significant p-value (0.002). These two statements are completely contradictory. The abstract says there is no relationship, but the results say there is a positive relationship. This needs to be corrected immediately.
	

	Is the manuscript scientifically, correct? Please write here.
	The methodology seems standard (SEM using AMOS), but there are serious issues with the citations that question the scientific rigor. 
In the text, the author cites (Bondar, 2003) for social media statistics. However, in the reference list, Bondar (2003) is titled “Schur majorization inequalities for symmetrized sums…”, which is a mathematics paper and has nothing to do with social media.
The text cites (Tik Tok, 2003). TikTok was not even launched until 2016. Citing it as 2003 is a major factual error. These careless mistakes need to be fixed before publication.

	

	
	
	

	Are the references sufficient and recent? If you have suggestions of additional references, please mention them in the review form.
	The references are a mix, but as mentioned above, some are incorrect or irrelevant to the text they support. The author needs to cross-check every citation in the body text with the reference list.

	

	Is the language/English quality of the article suitable for scholarly communications?

	The language is understandable but requires serious proofreading. There are many grammatical errors and awkward phrasings typical of non-native speakers.

	

	Optional/General comments

	
	




	PART  2: 


	
	Reviewer’s comment
	Author’s Feedback (It is mandatory that authors should write his/her feedback here)


	Are there ethical issues in this manuscript? 

	There are no apparent ethical issues 
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